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ABSTRACT

Associalmediahasdeveloped,onlineinteractionbetweenconsumersandcompanieshasincreased
rapidly.Thisresearchexploreshowcompanies’repliestoconsumers’pastonlinecommentsaffect
consumers’predictionsoftheirchancesofwinningrandomlydeterminedassociatedrewards(e.g.,
a randomdrawing).Theresultsof twostudiesshowthatconsumerswholeftpositivecomments
(encouragement/appreciation)andthenreceivedareplyfromthecompanypredictedahigherlikelihood
ofwinningarandomdrawingthanthosewhosecommentsdidnotreceivecompanyreplies.Both
theboundaryandtheunderlyingmechanismoftheeffectarediscussedintheresearch.Thepresent
researchcontributestotheliteratureoncompanies’onlinereplypatternsbylinkingtheironlinereplies
withconsumerpredictionsconcerningrandomlydeterminedrewards,extendsconsumereffortsfrom
offlinepurchasestoonlinecomments,andprovidesinsightsintothedifferencesbetweenconsumer
predictionsregardingtraditionalofflinepromotionaleventsandonlinepromotionalevents.

KEywORDS
Online Comment, Online Reply, Randomly Determined, Valuable Efforts

1. INTRODUCTION

Withthedevelopmentofnewinformationandcommunicationtechnologies—andinparticular,with
thedevelopmentoftheInternetandsocialnetworks—consumers’consumptionhabitshavechanged
byvirtueofhavingnewchannelsthroughwhichtosearchfor,assess,choose,andbuygoodsand
services(Alves,Fernandes,&Raposo,2016).Toadapttothischangingmarket,companiesmust
develop appropriate and effective Internet marketing tactics. Social media can efficiently bring
consumersandcompaniesclosertooneanothernotonlybyprovidingcompanieswiththeopportunity
tocommunicatewithconsumersthroughvarioussocialnetworksbutalsobyallowingcustomersto
convenientlyleavenegativeorpositivecomments(complaintsorappreciation)withcompanies(Kelly,
Kerr,&Drennan,2010).Itisthereforenotsurprisingthatlargecompanies,smallandmedium-sized
enterprises,individuals,andevenpresidentialcandidatesareeffectivelyexploitingsocialmediaas
atoolforcommunicationandpromotion(Riu,2015).Inaddition,traditionalmarketingstrategies
areincreasinglybeingemployedbymeansofsocialmedia.Forexample,HungryJack’sinAustralia
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promotesitsbusinesswithamobileappnamed“HungryJack’sShake&Win.”Consumerscanwin
freecouponsforHungryJack’sbyshakingtheirmobiledeviceandcheckinginwiththeirFacebook
account.

Socialmediaprovideconsumersameansofcommunicatingwithoneanotherandcompanies
(Floreddu&Cabiddu,2016).ManycompaniesinChinapromotetheirproductsandcommunicate
withconsumersthroughWeibo,whichfunctionsinChinaastheequivalentofTwitterintheU.S.One
propagandamethodfrequentlyemployedbycompaniesonWeiboiscalled“comment,forwarding,
anddrawing”.Whencompaniespromotenewproducts,servicesand/orevents,theyintroducetheir
advertisingthroughWeiboandinformtheirconsumers,“Commentandforwardthispost,andyou
willbeenteredintoarandomdrawingtowinrewards!”Thespeedatwhichtheadvertisementspreads
acceleratesasaresultofthispromotionalmethod.Doconsumerspredictthattheyhavethesame
likelihoodtowinaprize?Wouldthenumberofconsumers’pastcommentsinfluencetheirpredictions?
Whatwouldacompany’srepliesonsocialmediameanforconsumers?Wouldtheserepliesinfluence
consumers’perceptions?Thepresentresearchaddressesthesequestions.

This research examines whether companies’ responses affect consumers’ perceptions and
judgementsbyassessingconsumers’predictionsconcerningrandomlydeterminedrewardsinadrawing
aspartofanInternetpromotion,evenwhenthedrawingisexplicitlyidentifiedasrandom.Although
thecommentsleftbyconsumersonsocialmediaaretypicallyeitherpositiveornegative,weconsider
onlythepositivecommentsinthisresearch.Whenthecommentswerepositive(encouragement/
appreciation),consumerswhoreceivedrepliesfromthecompanyfelttheyweremorelikelytowin
thedrawingnomatterhowmanycommentstheyleftpreviously.Consumersdidnotbelievethey
wouldwinthedrawingwhenthecompanyrepliedonlytotheircommentsbecausetheybelieved
theirefforts(e.g.,positivecomments)weremorevaluabletothecompanythanothers’efforts.The
presentresearchcontributestotheliteratureoncompanies’onlinereplypatternsbylinkingtheironline
replieswithconsumers’predictionsofwinningrandomlydeterminedrewards,promotesconsumers’
involvementfrommakingofflinepurchasestopostingonlinecomments,andprovidesinsightsinto
thedifferencesbetweenconsumers’predictionsregardingtraditionalofflinepromotionaleventsand
onlinepromotionalevents.Inaddition,thepresentresearchprovidesmarketerswithdeepinsights
intoconsumers’psychologyandsomesuggestionsfordrawingpromotion.

2. THEORETICAL BACKGROUND

2.1 Effect of Online Comments
Traditionalmediasuchastelevisionandnewspapersareconsideredlow-interactivemediabecause
audiences can only receive information passively and cannot provide feedback (Schultz, 2000).
However,theemergenceoftheInternethassignificantlyalteredthesemethodsofcommunication.
Incontrasttotraditionalmedia,onlinemediaallowindividualstoexpresstheiropinionsquicklyand
easily,suchasthroughonlinecomments.Asonlineconsumers’commentsareoftenreadilyvisible
to others; these comments may be viewed as representing public opinion, particularly in direct
assessmentsofthepublicclimate(Lee&Jang,2010).Meanwhile,consumersaremorelikelytobe
influencedbyinferencestheymakeaboutpublicopinionbasedonthecommentsofothers(Li&Feng,
2015).Forexample,LeeandJang(2010)foundonlinecommentsononlinenewsexertedagreater
influenceonpeople’sperspectivesthantheopinionsexpressedinthenewsitself.Thus,ontheone
hand,consumercomplaintscanprovideanopportunityforcompaniestounderstandtherootcauses
ofconsumerproblemsandtogaincompetitiveadvantageastheresultofimprovementsmadedueto
complaint-relatedproblems(Yilmaz,Varnali,&Kasnakoglu,2016).Ontheotherhand,comments
communicatingencouragementorappreciationarealwayswelcomedbyacompany.Positivecomments
on social media can enhance brand attitudes and significantly influence consumers’ purchasing
decisions(Xue&Phelps,2004;Lee&Youn,2009).
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GiventhecrucialroleofonlinecommentsinInternetmarketing,consumersalsousecomments
to express their emotions andopinions about the company, such as byusing the “Like” button.
GerlitzandHelmond(2013)arguedthatpeopleuse“socialbuttons”(e.g.,share,recommend,like,
post,vote,andbookmark)onsocialmediatopresenttheiropinionsclearlyandeasily.Forexample,
Nike’sFacebookhasmorethan32million“likes”.Inthesecases,fansofNikesignaltheiraffection
usingonlinecommentsand“socialbuttons”.Fromconsumers’perspectives,leavingcommentsand
clickingthe“like”buttonarewaysofsupportingtheirfavoritecompanies.Meanwhile,companies
withmany“likes”andcommentsontheirsocialmediapagescanbuildonthispopularitytoincrease
sales,toincreasetheirreturnsoninvestments,tospreadinformationabouttheirbrands,andtoenhance
theirbrandreputations(Abedin,2016;Kozinets,Valck,Wojnicki,&Wilner,2010;Yu,Duan,&Cao,
2013;Kumar,Bhaskaran,Mirchandani,&Shah,2013).The“2018AlipayChineseKoi”isoneof
themostsuccessfulexamplesofsocialmediapromotion.AtthebeginningoftheChineseNational
DayGoldenWeekHolidayin2018,Alipayorganizedamarketingactivityofinwhichallaconsumer
neededtodowasretweetamicroblogpostedbyAlipaytobeenteredintothedrawingpool.Atthe
endoftheholiday,onlyonepersonwasrandomlychosenasthe“ChineseKoi”andwonanincredible
listofprizesprovidedbymorethan200ofAlipay’spartners.Finally,morethan3millionpeoplehad
commented,retweetedandjoinedthe“ChineseKoi”luckydraw.

Consumercommentsarealsoatypeofelectronicword-of-mouth(eWOM),whichisdefinedas
entailinganypositiveornegativecommentsmadevisibletoothersviatheInternetfrompotential,
actual,orformercustomersregardingaproductorcompany(Hennig-Thurau,Gwinner,Walsh,&
Gremler,2004).NumerousstudieshavedemonstratedthateWOMplaysacrucialroleininfluencing
consumerbehavior(Bronner,&deHoog,2011;Chen&Xie,2008;King,Racherla,&Bush,2014;
Chen,Zhang,&Chen,2018;Li&Wang,2018;Subramaniyaswamy,Logesh,Abejith,Umasankar,
& Umamakeswari, 2017). Thus, from both consumers’ and the company’s perspectives, leaving
commentsonacompany’ssocialmediapageisaneffectivemeansofsupportingthecompanyand
ofcontributingtoitsmarketingefforts.

2.2 Companies’ Replies and Consumers’ Beliefs
Consumersusesocialmediatocommunicatewithcompanies,andviceversa.Duetotheeaseof
accessingsocialmedia,manycompaniesreceivenumerouscommentsontheirsocialmediafeeds.
However,itisdifficultforcompaniestoreplytosuchcommentsindividually.Mattila,Andreau,Hanks,
andKim(2013)findconsumersfeelnosignificantdifferencesbetweenacompany’sautomatedreply
andnoreplyatall.Therefore,intherealworld,companiestypicallyreplytoalimitednumberof
commentstheydeemrepresentativeofallcomments.Forexample,aposttweetedbyXiaomicompany
hasreceivedmorethan300comments,butonly2commentshavereceivedrepliesfromthecompany.
ImagineasituationinwhichyouareafanofNikeandyouleaveanencouragingcommentonapost
thatisanadvertisementforNike’snewshoesonFacebook.Includingyours,only10commentsout
ofmorethan1000commentsreceiverepliesfromNike.Wouldyouthenbelieveyoursupportand
effortsweremorevaluabletoNikethanothers’efforts?Wouldyoubelieveyoumightreceivespecial
treatmentfromNikeoverotherswhoalsoleftcommentsbutdidnotreceiveareplypreciselybecause
yoursupportandeffortsweremorevaluabletoNike?

Priorresearchhasexaminedtheassociationbetweenconsumer’seffortsandreceivingrewards.
Forexample,Jiang,Hoegg,andDahl(2013)findthattheassociationbetweenconsumers’effortswith
regardtoacompanythroughtheconsumer’spastpurchasesandexpectationofrewardsissostrong
thatconsumersfeellesssatisfiedwithacompanywhentheydonotreceivespecialtreatment,even
whentheyarereceivingadesirableperk,suchasafreeupgrade.Inaddition,Reczeketal.(2014)
proposedthatconsumers’pastpurchaseswouldpromptafeelingofdeservingness(becauseofpast
purchases)thatwouldtranslateintoahigherlikelihoodofreceivingrewardsfromthecompanythan
thatofotherconsumers.Accordingtoequitytheory,consumersbelievetheirinputshouldreceive
commensurate responses andoutput fromcompanies (Adam,1965).Consumers’ experiencesof
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beingrewardedfortheirprioreffortsprovideexpectationstheirfutureeffortsshouldbecompensated
byotherrewards.Severalpreviousstudiesbasedonthenotionofdualentitlementandfairnesshave
proposedasimilarargument,i.e.,thatconsumersexpecttoreceivecertainrewardsfromcompanies
aspaybackfortheirefforts(Aurigemma&Mattson,2018;Haws&Bearden2006;Reczek,Haws,
&Summers,2014;vandenBos,Lind,Vermunt,&Wilke,1997).Thus,whenconsumersareasked
topredicttheirlikelihoodofreceivingarewardfromacompany,theynaturallyregardeffortsasa
criterion.Inotherword,consumers’effortswouldinfluencetheirpredictionsofgainingrewardsby
thecompanybecauseofthedualentitlementprinciple.

However,unlikeconsumers’unilaterallysubjectiveperspectiveinthecaseoftraditionaloffline
consumption,namely,theireffortsasevidencedbypastpurchasesmeritsspecialtreatmentfromthe
company,consumerswhoextendtheireffortsthroughonlinecommentsmayreceiverepliesfrom
thecompanythatcanberegardedasabilateralinteractionwithcompanies.Wesuggestrepliesfrom
companieswouldbeperceivedbyconsumersasanobjectivesignalthattheireffortsandsupport
aremorevaluabletothecompanythanothers’effortsregardlessofhowmanycommentstheyleft
previously.Moreover,acompany’sreplycanstrengthenconsumers’beliefsthattheywillbetreated
uniquely(basedontheirvaluableefforts)andthusmayinfluencetheirpredictionsregardingthe
likelihoodofreceivingrewardsfromthecompanyascompensation,regardlessofwhethertherewards
areallocatedrandomlyorbasedontheconsumers’actions(Feather,McKee,&Bekker2011;Reczek
etal.,2014).Bycontrast,consumerswhofrequentlyleavecommentsonacompany’ssocialmedia
pagebutdonotreceiveanyreplieswouldnothavethesamefeelingthattheireffortsaremorevaluable
thanothers’effortsbecauseofthesheervolumeofcommentsonthecompany’ssocialmediapage.
Althoughtheseconsumersmakeeffortstocommunicatewiththecompany,iftheydonotreceive
acompanyreply,theydonottypicallybelievetheireffortsaremorevaluabletothecompanythan
others’efforts.Thus,theywouldnotpredicttheyaremorelikelythanothercustomerstoreceive
rewards.Weargueconsumers’beliefstheireffortsaremorevaluabletothecompanythanothers’
effortseveninmoreextremesituations,suchasrandomdraws,willinfluenceconsumers’predictions
andjudgements.Consumerswouldregardtherandomdrawasatypeofrepaymentfortheirefforts
andsupport.Thus,weproposethefollowinghypothesis:

H1:Consumers’predictionsofwinninga randomrewardwouldbe influencedbywhether their
comments are replied to by the company, regardless of the number of comments they left
previously.

H2:Thisluckyreplyeffectismediatedbyconsumers’beliefstheireffortsaremorevaluabletothe
companythanothers’efforts.

Aswearguedbefore,consumers’beliefsthattheireffortsaremorevaluabletothecompanythan
others’effortsplayacrucialroleinthiseffect.However,consumerswhosecommentsreceivecompany
replieswouldfeeltheireffortsaremorevaluableonlythanthosethe“average”consumersorother
consumerswhosecommentsdonotreceivecompanyrepliesbutnotrelativetootherconsumerswhose
commentsarealsorepliedbythecompany.Hence,ifthecompanyis“industrious”,whichmeans
themajorityofconsumers’commentshavereceivedcompanyreplies,consumerswhosecomments
receivecompanyreplieswouldnothavethefeelingtheireffortsaremorevaluablethanothers’efforts
becausethe“average”consumers’commentsreceivecompanyreplies.Asaresult,theywouldnot
predictahigherlikelihoodofwinningthereward.SimilarresultswerefoundbyReczeketal.(2014)
intheirstudy5.Theyarguedthatifconsumersdonotperceivethattheyhaveinvestedmoreeffort
thanothers,theywillnotfeelthattheyhaveahigherlikelihoodtowinrandomoutcomes.Thus,we
proposethefollowinghypothesis:

H3:Thisluckyreplyeffectoccursonlywhenafewconsumers’commentsreceivecompanyreplies
anddoesnotoccurwhenmostconsumers’commentsreceivecompanyreplies.
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Atheoreticalmodelincludinganoverviewofthehypothesesandshowinginwhichstudiesthey
areinvestigatedisprovidedinFigure1.

3. STUDy 1

Study 1 tests whether a company replies influences consumers’ predictions regarding randomly
determinedrewards,andthemediatingfactoristheconsumers’beliefstheireffortsaremorevaluable
tothecompanythanothers’efforts.

3.1 Method
Onehundredtwentystudents(agerange:18-28years,Mage=22.68,SD=2.59,33.3%male,86.7%
participantsusedFacebookdaily,12.5%participantsusedFacebook4-6 timesweekly,and0.8%
participantsusedFacebookfewerthan4timesweekly)fromdifferentdepartmentsofalargepublic
universityinTaiwanparticipatedinthestudyinexchangeforcoursecredit.Participantswererandomly
assignedtooneof4conditionsina2(numberofconsumer’spastcomments:lowvs.high)x2(reply
fromthecompany:novs.yes)between-subjectsstudy.Allparticipantswereaskedtoreadandimagine
ascenario inwhich,“AclothingcompanynamedACLholdsarandomdrawingonFacebookto
celebrateitsanniversary.Peoplewhoforwardthispostwillhavethechancetowinacouponworth
NT$1000.Youforwardthispost.”Wemanipulatetheconditionsofhigh(low)numbersofcomments
andwith(without)replyinthefollowingmanner,“Therearemanycommentsbeloweachposton
ACL’sFacebookpage,butonlyafewcommentsactuallyreceiverepliesfromthecompany.You
leftmany(afew)positivecommentsonACL’sFacebookpagelastmonth,andthree(none)ofthem
receivedrepliesfromthecompany”.

Toverifythemanipulationof thenumberofconsumer’spastcomments,participantsuseda
7-pointscale(1=stronglydisagree,7=stronglyagree)toindicatetheiragreementwiththefollowing
statement:“IleftnumerouscommentsonACL’sFacebookpagelastmonth.”Wealsocheckedthe
manipulationforthereplyfromthecompanywiththefollowingstatementona7-pointscale:“My
positivecommentsreceivedrepliesfromthecompany.”

Figure 1. Research framework
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Participantswerethenaskedtoindicatetheirchancesofwinningthecouponona7-pointscale,
inresponsetothefollowingstatements(α=0.82):“Iammorelikelytowinthecouponcompared
withotherconsumersintherandomdrawing,”and“IammorelikelytowintheNT$1000coupon.”
Moreover, because we predicted that consumers’ beliefs their efforts are more valuable to the
companythanothers’effortswouldbetheinfluencingfactoronconsumers’predictions,wealso
askedparticipantstousethesame7-pointscaletoratetheiragreementwiththefollowingstatements
(α=0.81):“MyeffortsaremorevaluabletotheACLcompanythanothers’efforts,”and“Myefforts
contributemoretotheACLcompanythanothers’efforts.”

3.2 Results and Discussion
Theresultsof themanipulationcheckon thenumberofconsumer’spastcommentsshowed that
participantsinthelargenumberofcommentscondition(M=6.05,SD=0.79)reportedtheyleft
morecommentsoncompany’sFacebookpagelastmonththanparticipantsinthelownumberof
commentscondition(M=2.17,SD=0.72,t(1,118)=28.19,p<0.01).Themanipulationcheck
alsorevealedasignificantdifferencebetweentheparticipantsinthewithoutreceivingcompanyreply
condition(M=1.70,SD=0.67)andthoseinthereceivingcompanyreplycondition(M=6.17,SD
=0.72,t(1,118)=35.22,p<0.01).

Weconducteda2x2two-wayANOVAwithparticipants’predictionsregardingthelikelihood
ofwinningthecouponasthedependentvariable.Theresults(Table1)revealedasignificantmain
effectforthecompany’sreply(F(1,116)=55.43,p<0.01,η2=0.32).However,nosignificantmain
effectwasdetectedeitherforthenumberofconsumers’pastcomments(F(1,116)<1,NS)orfor
theothertwo-wayinteractionsbetweenthenumberofconsumers’pastcommentsandthecompany’s
reply(F(1,116)<1,NS).Theresultsshowedthatconsumerswhoreceivedcompanyreplies(M=
4.73,SD=1.05)believedtheyweremorelikelytowinthecouponthanthosewhodidnotreceive
companyreplies(M=3.35,SD=0.95).

Todeterminewhetherconsumers’beliefsthattheireffortsweremorevaluabletothecompany
thanothers’effortsmediatedtheeffectsofthecompany’srepliesonconsumerperceptionsoftheir
likelihoodofwinningthecoupon,weconductedabias-correctedmediationanalysisusingPROCESS
Model4(Hayes2012).Themeanindirecteffectwaspositive(axb=.8944),witha95%confidence
interval (sample = 5000), excluding zero (.6060 to 1.2451), indicating significant mediation by
consumers’beliefstheireffortsweremorevaluabletothecompanythanothers’efforts,aspredicted.

Theresultsofstudy1supportH1andH2.Theseresultsshowthatcompanyrepliesleadconsumers
tobelievetheirefforts(suchasleavingcommentsandlikes)ismorevaluabletothecompanythan
others’efforts,whichfurtherpromptsthemtoestimateahigherlikelihoodofwinningthecoupon
inthedrawingasareward.Therefore,nomatterhowmanycommentsconsumerspreviouslyleft,
receivingcompanyrepliesleadsthemtobelievetheireffortsaremorevaluableandtheywouldhave
ahigherlikelihoodofwinningtherewardeventprizethanotherconsumers.

Table 1. Results of Study 1

Number of consumer’s 
past comments

Reply from the company Mean (M) Standard deviation (SD)

High Yes 4.73 1.07

No 3.30 0.84

Low Yes 4.72 1.05

No 3.40 1.07
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4. STUDy 2

Study2soughttodeterminewhetherthepercentageofacompany’srepliestocommentsinfluences
consumers’expectationsaboutwinningtherandomdrawingjointlywithwhetheracompanyreplies,
asmediatedbyconsumers’beliefstheireffortsaremorevaluabletothecompanythanothers’efforts.

4.1 Method
Onehundredtwentystudents(agerange:18-27years,Mage=21.59,SD=2.37,23.3%male,82.5%
participantsusedFacebookdaily,13.3%participantsusedFacebook4-6 timesweekly,and4.2%
participantsusedFacebookfewerthan4timesweekly)fromdifferentdepartmentsofalargepublic
university in Taiwan participated in this study in exchange for course credit. Participants were
randomlyassignedtooneof4conditionsina2(percentageofacompanyreplyingtothecomments:
lowvs.high)x2(replyfromthecompany:novs.yes)between-subjectsstudy.Allparticipantswere
askedtoreadandimaginethefollowingscenario:“AclothingcompanynamedACLholdsarandom
drawingonFacebooktocelebrateitsanniversary.Peoplewhoforwardthispostwillhavethechance
towinacouponworthNT$1000.Youforwardthispost.”Wemanipulatetheconditionsofthelow
(high)percentageofacompanyreplyingtothecomments,andwith(without)replyinthefollowing
manner,“TherearemanycommentsbeloweachpostonACL’sFacebookpage,butonlyafew(and
themajorityof)commentsreceiverepliesfromthecompany.Youleftseveralpositivecomments
onACL’sFacebookpagelastmonth,andthree(none)ofthemreceivedrepliesfromthecompany”.

Toverifythesuccessofmanipulatingthepercentageofacompanyreplyingtothecomments,
participants were asked to indicate their agreement with the following statement on a 7-point
scale:“ACLcompanyrepliestoonlyafewconsumers’comments.”Inaddition,weusedthesame
manipulationcheckforthereplyfromthecompanyaswedidinstudy1witha7-pointscale.

Aswithstudy1,participantswereaskedtoindicatetheirchancesofwinningthecouponby
respondingtothetwostatementspresentedinstudy1(α=0.89)andindicatingtheagreementofthe
belieftheireffortsaremorevaluabletothecompanythanothers’efforts(α=0.83)ona7-pointscale.

4.2 Results and Discussion
Theresultsof themanipulationcheckofthepercentageofacompanyreplyingtothecomments
showedthatparticipantsinthehighpercentageofacompanyreplyingtothecommentscondition
(M=6.37,SD=0.64)reportedthatthecompanyrepliestomorecommentsonitsFacebookpage
lastmonththanparticipantsinthelowpercentageofacompanyreplyingtothecommentscondition
(M=1.92,SD=0.62,t(1,118)=38.82,p<0.01).Themanipulationcheckofthecompany’sreply
showedresultsforparticipantsinthewithoutreceivingacompanyreplycondition(M=2.00,SD
=0.76)andthoseinthereceivingacompanyreplycondition(M=6.00,SD=0.86,t(1,118)=
26.95,p<0.01).

Weconducteda2x2two-wayANOVAusingparticipants’predictionsregardingthelikelihood
ofwinningthecouponasthedependentvariable.Theresultsrevealedthesignificantmaineffectsof
thepercentageofacompanyreplyingtothecomments(F(1,116)=7.98,p<0.01,η2=0.05)and
thecompany’sreply(F(1,116)=10.42,p<0.01,η2=0.07).Inaddition,theresultsalsorevealed
asignificant interactionbetweenthepercentageofacompanyreplyingtothecommentsandthe
company’s reply (F(1,116)=16.94,p<0.01,η2=0.11,Figure2).The resultsof theplanned
contrastshowed thatwhenconsumers’commentsdidnot receivecompanyreplies, therewasno
significantdifferenceonconsumers’predictionsofwinningthecouponbetweenthelowpercentage
ofacompanyreplyingtothecommentscondition(M=3.20,SD=1.12)andthehighpercentageof
acompanyreplyingtothecommentscondition(M=3.45,SD=1.10,F(1,116)<1,NS).However,
whenconsumers’commentsreceivedcompanyreplies,consumersinthelowpercentageofacompany
replyingtothecommentscondition(M=4.72,SD=1.20)predictedhigherlikelihoodsofwinning
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thecouponthanthoseinthehighpercentageofacompanyreplyingtothecommentscondition(M
=3.28,SD=1.10,F(1,116)=24.08,p<0.01,Figure2).

Aswithstudy1,weconductedabias-correctedmediationanalysisusingPROCESSModel8
(Hayes2012)todeterminewhetherconsumers’beliefstheireffortsweremorevaluabletothecompany
thanothers’effortsmediatedtheeffectsofthecompany’srepliesonconsumerperceptionsoftheir
likelihoodofwinningthecoupon(asmoderatedbythepercentageofacompanyreplyingtothe
comments).Theindexofmoderatedmediationwaspositive(aWxb=.8454),witha95%confidence
interval(sample=5000),excludingzero(.1856to1.4936),indicatingsignificantmediationbythe
belieftheireffortsweremorevaluabletothecompanythanothers’efforts,aspredicted.

Theresultsofstudy2providefurtherevidenceforH2:acompanyreplywillpromptconsumers
tofeeltheireffortsaremorevaluabletothecompanythanothers’efforts.However,participantswill
notbelievetheireffortsaremorevaluabletothecompanythanothers’effortswhenthecompany
repliestoalltheconsumers’comments.Whenmostconsumers’commentsreceivecompanyreplies,
consumerswhosecommentsreceivecompanyreplieswouldnotfeeltheireffortsaremorevaluable
thanothers’effortssincealmostallotherconsumers’commentsreceivecompanyreplies.Consumers
whosecommentsreceivecompanyreplieswouldpredictahigherlikelihoodofwinningthecoupon
onlywhenthecompanyrepliestoafewconsumers’comments,aspredictedinH3.

Figure 2. Interaction between the percentage of company replies to the comments and the company’s reply on participants’ 
predictions regarding the likelihood of winning the coupon
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5. GENERAL DISCUSSION

Increasingly,consumersusesocialmediaasachannelthroughwhichtheycancommunicatewith
companies.Onlinecommentsareoneofthemostfrequentwaysconsumersusetoencourageand
supportthecompaniesforwhichtheyhaveanaffinity.Whetherthecommentsareappreciativeorinthe
formofacomplaint(excludingnegativeabuse,ofcourse),theyreflectconsumers’effortsanddesires
tohelpthecompanyimprove.Asaresultofthelargenumberofonlinecommentsoncompanies’
socialmediapages,onlyafewcanreceivecompanyreplies.Inthepresentresearch,weperformtwo
studiestoexaminehowcompanyrepliestoconsumers’pastonlinecommentsinfluenceconsumers’
predictionsofthechancesofwinningrandomlydeterminedrewards.Theresultsofthetwostudies
offerevidencethatconsumers’feelingstheirpastefforts(includingonlinecommentsand“likes”)
aremorevaluablethanothers’effortsconstitutethereasonconsumerswhosepastonlinecomments
receivedacompanyreplypredictahigherlikelihoodofwinningarandomlydrawnprize.Company
repliesareregardedbyconsumersassignalsindicatingthatthecompanythinkstheirsupportand
effortsaremorevaluablethanothers’efforts,leadingthemtobelievetheyaremorelikelytowin
adrawingasarewardfortheirefforts.However,thesameluckyreplyeffectoccursonlywhenthe
companyrepliestoafewconsumers’comments.

5.1 Contributions and Implications
Thepresentresearchcontributestotheliteratureinseveralways.First,previousstudiesoncompanies’
onlinereplypatternsaremainlyfocusedoncomplainthandling(Mattilaetal.,2013;Huppertz,2007)
andhowtodesignrepliestodifferentconsumers(e.g.,onlinesupport-seeker)(Li&Feng,2015).
However, thepresentresearchlinksacompany’sonlinereplieswithconsumers’perceptionsand
judgementsthroughassessingconsumers’predictionsconcerningrandomlydeterminedrewards.In
addition,thisresearchalsoextendstheapplicationofReczeketal.(2014),whichusedpastpurchases
toshowconsumers’loyaltyandefforts.Weextendthestudyofconsumers’offlinepurchasestotheir
onlinecommentsbyidentifyingtheconnectionbetweenacompany’sonlinerepliesandconsumers’
beliefsthattheireffortsaremorevaluabletothecompanythanothers’efforts.Reczeketal.(2014)
arguedthatconsumers’pastpurchaseswouldtriggerafeelingofdeservingnessthatwouldleadto
ahigherlikelihoodofreceivingrewardsfromthecompanythanotherconsumers.Inotherwords,
thefeelingofdeservingnessisasubjectivethinkingtriggeredbyconsumers’beliefsthattheirpast
purchases contribute more to the company than others’ purchases. However, unlike offline past
purchases,consumerswholeaveonlinecommentsmayreceiveareplyfromthecompany.Compared
withtheunilateralsubjectivefeelingofentitlement,consumerswhohavereceivedcompanyreplies,
a typeofbilateral communication,would thenbelieve their efforts arenoticedby the company,
whichwouldaffecttheirexpectationsthattheyaremorelikelytowintherewardsevent.Without
companyreplies,thenumberofpastcomments(efforts)cannotinfluenceconsumerpredictions.Only
thecommentsreceivingreplieswouldberegardedaseffortsthataremorevaluabletothecompany
thanothersconsumers’efforts.Moreover,thisresearchalsocontributestothepromotionalevents
literature. Laporte (2009) classified promotional games into those depending on luck and those
dependingonskills.Priorresearchonluckinmarketinghasfocusedprimarilyontheconsequences
offeelinglucky(Darke,1997;Jiang,Cho,&Adaval,2009).Thepresentresearchprovidesanother
explanationofinfluencesonconsumers’perceptionsandjudgementsapartfromluck.Asagreater
varietyofpromotionalmethodsareusedonsocialmedia,thisresearchprovidesnewinsightsregarding
thedifferencesbetweenconsumers’predictionsregardingtraditionalofflinepromotionaleventsand
onlinepromotionalevents.

Theresultsofthisresearchwillbenefitcompanies.Theresultsshowthatconsumerswhoalways
supportcompaniesbyleavingcommentsonsocialmediaandwhoreceiverepliesfromcompanies
willfeelstronglythatcompaniesregardtheireffortsandsupportasmorevaluabletothecompanies
thanothers’efforts.Hence,theywillregardpromotionalactivities,evenfairactivities(randomdraws),
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asameansofrepaymentfortheirsupportandeffortsandwillthereforepredictahigherlikelihood
ofwinningtherewards.Forexample, the“ChineseKoi”luckydrawwaswonbyanITengineer
whoseusernamewasXinXiaoDai.Althoughthemajorityoftheotherparticipantscongratulated
XinXiaoDai,severalparticipantscontinuedtoexpresstheirdissatisfactionwiththedrawingresult
byquestioningthefairnessofthedrawing.SomeparticipantsevenpostedtheirAlipaybillstoshow
thegreateffortstheyhadmadepreviouslyonAlipay.Similartotheresultsofourresearch,theyall
believedthattheyshouldwintherewards.Thus,whencompaniesconductpromotionalactivities
(e.g.,luckydraws,coupons),theyneedtopaymoreattentiontoconsumerswhomakemorevaluable
effortsthanothers.Aluckydrawmaybeadouble-edgedswordforacompanythatalreadyhasalarge
numberofloyalconsumersbecausetheseloyalconsumersmaybeunsatisfiedwiththeresultsofnot
gainingrewards.Ontheotherhand,anewcompanycanpromoteitsproductsthroughaluckydraw
thatcaneasilyacceleratethespreadofadvertisementwithoutdissatisfyingtheconsumerssincethe
companydoesnotyethavemanyloyalconsumers.Thus,for“specialconsumers”whoalwaysleave
commentsandinteractwithcompaniesonsocialmedia,companiescanofferaparticularpromotion
tofurtherincreasetheirloyaltyandmaintaintheironlineparticipation.Avirtuouscyclewouldresult
inwhichcompaniesnotonlyattractmoreconsumerstointeractwithbutalsoconsolidatetheloyalty
ofexistingconsumers.

5.2 Limitations and Future Research
Nonetheless,ourstudyhasseverallimitationsandpresentspotentialavenuesforfurtherresearch.
Thepresentresearchfocusedonlyontheimpactsofpositivecomments.Inreallife,negativeonline
comments are even more common than positive comments. Although negative comments may
damage a company’s reputation, some negative comments can also be used by the company as
criteriaforfuture improvement.Hence,aconsumer’snegativecomment(e.g.,acomplaintabout
thelowbatterycapacityofasmartphone)thatcanleadtoimprovementseemstobemorevaluable.
Wouldaconsumerpostingsuchacommentpredictahigherlikelihoodofwinningarandomlydrawn
prize?Inaddition,althoughthesampleweusedinthepresentresearchwascomprisedofuniversity
studentsfromdifferentdepartments,thesamplingmethodmaystillhaveapotentialimpactonthe
managerialapplicationofthisresearch.Marketersneedtopayattentiontothepotentialimpactof
thestudentsamplewhenapplyingtheresultsofthisresearchduetothedifferentleveloffamiliarity
withsocialmediabetweenstudentsandmassconsumers.Nevertheless,thepresentresearchcanstill
providevalidinsightsintoacohortthatrepresentsasignificanttargetmarket(i.e.,thestudentmarket)
forcompaniesinonlinepromotions.Ourresearchshowednosignificantdifferencesregardingthe
likelihoodbetweenhighandlownumbersofcommentswhenconsumershavethesamenumberof
replies.However,doesnodifferenceinlikelihoodremainwhenconsumerswholeaveafewcomments
withcompanyrepliesareaskedtopredicttheirlikelihoodofwinningtherewardscomparedwiththat
ofotherswholeavemanycommentsbuthaveonlythesamenumberofreplies?Furthermore,ifthe
actualrewarddistributionisrandom,willconsumershaveahigherlevelofdisappointmentinthe
longrun?Sincecustomerrelationshipmanagementisconductedoveralongperiodoftime,itmay
beinterestingtoinvestigatehowtheeffectofluckyloyaltyplaysoutbothintheshortrunandinthe
longrun.Weleavetheseandotherquestionsforfutureresearchtoexplore.
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